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Executive summary 
 
Dressmann AS is a Norwegian fashion retailer that is established in several markets, 
including Germany. Dressmann is currently represented in Hamburg, where they have 
two stores, and a Dressmann XXL. Dressmann have tried expanding in Germany once 
before, but this was not successful, mainly because of little knowledge about the 
German market.  
 
The objective of this thesis is to figure out how Dressmann can continue to expand in 
the German market successfully, and what their competitive advantages are.  
 
In order to get the relevant information, to reach this objective, we have conducted an 
external analysis, an internal analysis and a survey. These findings are summarised in 
a SWOT analysis. To conduct these analyses we have put in use relevant theories and 
models for Dressmann´s situation. 
 
Through our analysis, we found that the German market represents good possibilities 
for expansion, but it is important to take the geographical structure into account.   
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1.0 Introductory Chapter  
 
1.1 The Scope of the Thesis 
This thesis is written as the final project of our bachelors’ degree in International 
Marketing, in cooperation between BI Norwegian Business School and the University 
of Mannheim. This thesis is written by a group of four students, on behalf of the 
Norwegian fashion chain, Dressmann. 
 
1.2 Objective 
The objective of the thesis is to provide Dressmann with a strategic recommendation 
to support the company’s expansion in Germany. We will deliver this strategy in a 
thorough and structured way, by combining theory with execution.   
 
1.3  Problem Definition 
The problem definition was developed through extensive research from the authors of 
the thesis with intention of providing Dressmann with a strategic recommendation for 
expanding in Germany.  
 
“How can Dressmann further expand their business in Germany with respect to how 
the market is structured?”  
 
1.4  Research Limitations  
Ø Because of too few respondents, the survey is not representative for the 
German market. It is only applicable for academic purposes.  
Ø Because the survey was conducted online, we cannot validate the result 
of every response. 
Ø The majority of the respondents are students (70%) and this is not 
representative for the whole population.  
Ø We had limited prior knowledge of the German fashion market. 
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1.5 Research questions 
• What have Dressmann learned from their previous experience in Germany, 
and how can they use this to their advantage creating a new strategy? 
• What kind of store concept would be most profitable for Dressmann in 
Germany? 
• Which regions would be most beneficial to start their expansion in? 
• Is Dressmann able to compete in the German market that consists of numerous 
competitors?  
• How can Dressmann increase brand awareness in Germany? 
• Is implementation of an online store necessary for Dressmann in Germany? 
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2.0 Dressmann 
 
“Dressmann meet the entire clothing requirements for all quality and price-conscious 
men of all ages. We offer a full range, from everything within basic and leisure 
clothing to tailoring, in excellent quality at market-leading prices from size S -9XL.” 
(Dressmann, 2015). 
 
In 1962, Frank Varner opened his first store in Oslo. Five years later, he changed the 
name of the store to Dressmann, thus the brand was born. Since then, Dressmann has 
become the leading fashion retailer for menswear in the Nordic region. It is a part of 
the fashion chain, Varner Group, which is headquartered outside Oslo at Billingstad, 
Asker. In addition to Norway, Dressmann is represented in Sweden, Finland, Iceland, 
Germany and Austria. In total they have 380 stores. (Varner Group2, 2015)  
 
Dressmann’s concept is based on good, friendly and knowledgeable service. They 
offer a wide range of clothes for men, focusing on affordable fashion with good 
quality, and a special emphasis on suits. 
 
In 2001, Dressmann opened its first store in Hamburg, Germany. This was followed 
by the opening of a sales office in the same city. The store concept, products and 
promotion was an exact replica of the one they tested in Sweden and Finland, 
however, entering the German market proved more difficult. Dressmann’s concept 
could not be transferred as easily to this market, where competition was tougher and 
the market more demanding. The number of stores peaked at 12, before Dressmann 
decided to reduce their efforts in Germany, and eventually the expansion was put on 
hold. Dressmann entered Austria in March 2015, and has since then opened six stores. 
The Country Manager of Dressmann Germany, Michael Otto, reasoned that the 
Austrian market is smaller (compared to the German market) and easier to penetrate. 
A solid foothold in Austria will, hopefully, result in a “spillover-effect” to Germany 
(Appendix 3). 
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3.0  Methodology   
 
3.1 Introduction 
This section serves as a methodological introduction to provide the reader with 
answers to the research questions and problem definition. The research process model 
by Gripsrud, Olsson and Silkoset (2011,p.36) is used to structure the following part. 
 
 
Figure 1 - Research process model – Gripsrud, Olsson and Silkoset 2011,p.36 
 
3.2 Research aim and questions 
The objective of the thesis is to provide Dressmann with a strategic recommendation 
to support the company’s expansion in Germany. We will deliver this strategy in a 
thorough and structured way by combining theory with execution. To get an 
understanding of how Dressmann can penetrate the German fashion market and 
attract the German consumer, we had to answer the following questions: 
  
Ø Which retailers serve as immediate competitors to Dressmann? 
Ø How familiar are the consumer with the brand Dressmann? 
Ø What influence the male shopping behaviour?  
 
3.3 Research design 
Explorative design  
Gripsrud, Olsson and Silkoset (2011, p.39) describe explorative design in the context 
of the decision maker having no previous experience or knowledge in regards to the 
research topic; therefore, their primary goal must be to further research the field.  
The explorative design is a tool to analyse the current situation, and in turn, enabling 
the researcher to grasp a broader understanding of the field. We had no prior 
knowledge of the German fashion market. Thus, secondary data was used to research 
this field to get a better understanding of the market. 
 
 
Research	  aim	   Research	  question	   Design	  and	  data	   Data	  collection	   Analysis	   Conclusion	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Descriptive design 
Gripsrud, Olsson and Silkoset (2011, p.41) state that in descriptive design the analyst 
has a basic understanding of the problem area. The purpose of descriptive design, as 
stated in the name, is to describe the condition of a specific area, whether it is a single 
variable or the relationship between two or more variables of one’s choice. In order to 
get a better understanding of which attributes influence male consumers in Germany, 
we conducted a survey.  
 
3.4 Data collection 
We carried out a survey to gather primary data specific for the problem at hand. This 
was designed to answer our research questions and, consequently, the problem 
definition. 
 
3.5 Survey findings 
In total, 102 male respondents participated in our online survey. We applied a seven 
point “likert-scale” to our questions in the survey. We used seven alternatives to 
capture the wide range of consumer attitudes in regard to the specific questions.  
 
The results obtained, revealed that the majority of respondents are students (70%). In 
addition, 66% were between the ages of 21 – 35 years.  Furthermore, the survey 
results tell us that a greater amount of the respondents spends between €0-€50 (39%) 
and €51-€100 per month (38%). Based on the results, we can assume that most of the 
respondents are students with a low-income, and therefore, less likely to spend a great 
amount of their money on clothes every month. 
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Figure 2 - Where would you buy the following clothing? – Survey Dressmann thesis 
 
We aimed to compare Dressmann´s products up against the competitors´ products, in 
order to learn where most male German consumers prefer to buy different types of 
garment. In figure 2, the respondents were asked to link the given garment to the 
preferred retailer (Note; the respondent could choose multiple retailers for the given 
garment). This is interesting for our research, because it identifies Dressmann´s main 
competitors according to product category.  
 
The formal wear category had a total of 141 responses. According to the answers, we 
can conclude where most of the respondents prefer to buy this type of garment.  
37 respondents (26%) prefer to buy formal wear at Peek & Cloppenburg, compared to 
the least favoured retailer, Tom Tailor, with five respondents (3%).  
 
The shirt category had a total of 160 responses, where four retailers differed from the 
rest. Peek & Cloppenburg is the preferred retailer with 35 responses (21%), followed 
by s.Oliver with 29 responses (18%), H&M with 23 responses (14%), and Esprit with 
21 responses (13%), compared to the least favoured retailers Hirmer with 6 responses 
(3%) and Engbers with 5 responses (3%). 
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The accessory category had a total of 159 responses. H&M is the preferred retailer 
with 37 responses (23%) followed by Peek & Cloppenburg with 29 responses (18%), 
Esprit with 21 responses (13%) and s.Oliver with 20 responses (12%). Mexx is the 
least favoured retailer with 6 responses (3%).  
 
The everyday fashion category had a total of 203 responses. H&M received 66 
responses (32%), a stronger preference than its competitors. Hirmer with 2 responses 
(1%) is the least favoured retailer.  
 
Based on the findings one can conclude that Peek & Cloppenburg is the preferred 
retailers in the categories formal wear and shirts. H&M is the preferred retailer in the 
categories accessory and everyday fashion.  
 
 
Figure 3 - When buying clothes, which of the following factors are more important? - Survey 
Dressmann thesis 
 
0	  
10	  
20	  
30	  
40	  
50	  
60	  
Brand	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Mean	  3.66)	   Price	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Mean	  2.38)	   Quality	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Mean	  2.26)	   Value	  for	  money	  	  (Mean	  2.25)	   Design	  	  	  	  	  	  	  	  	  	  (Mean	  1.92)	   Functionality	  	  	  	  	  	  (Mean	  2.95)	  
When	  buying	  clothes,	  which	  of	  the	  following	  
factors	  are	  more	  important?	  
Extremely	  Important	  
Very	  Important	  
Somewhat	  Important	  
Not	  important	  nor	  unimportant	  Somewhat	  unimportant	  
Very	  Unimportant	  
Absoloutly	  unimportant	  
	  10	  	  
In order to get a better understanding of how the consumers behave, the respondents 
were asked to rank the following attributes according to importance. Figure 3, had a 
total of 99 respondents. The option “extremely important” was given the value 1 
(highest score) and “absolutely unimportant” given the value 7(lowest score). 
 
Based on the results, the attribute brand can be seen as the least important factor in 
shopping behaviour. Design is seen as the most important factor. However, the 
respondents see the attributes, price, quality, value-for-money, and functionality as 
important factors. 
 
3.6 Qualitative research 
 
3.6.1 In-Depth interview with Michael Otto 
 
In order to get a better understanding regarding Dressmann’s entry in Germany 14 
years ago, and what they learned from it, we conducted an interview. The interview 
object was the Country Manager for Dressmann Germany, Michael Otto. The 
information acquired from this interview has been helpful when writing this thesis. 
The interview took place in Hamburg, 26.03.2015.  
 
The interview is available in appendix 3. 
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4.0 Internal Analysis 
 
4.1 Competitively Important Resources and Capabilities 	  
In this part, we want to have a closer look at Dressmann’s resources and capabilities 
in order to assess whether they are competitive liabilities or can be exploited as a 
competitive advantage. 
 
 “A company’s business model and strategy must be well matched to its collection of 
resources and capabilities, and is strengthened when exploiting resources that are 
competitively valuable, rare, hard to copy, and not easily trumped by rivals’ 
equivalent substitute resources” (Gamble, Thompson & Peteraf 2012).  
 
We will now present what is considered as the most important resources and 
capabilities of Dressmann, their human capital and customer service. 
 
Human Capital 
Human capital is the knowledge and skills that a workforce possesses and, 
consequently, makes it productive (Investopedia, n.d.).  
 
The in-store workforce is very important for Dressmann, because they are the ones 
who directly interact with customers, and is in a way, the face of Dressmann to the 
public. As a result, it is important to find employees with similar values and beliefs as 
the company. Dressmann have six core values, these are happiness, business-minded, 
friendship, passion, responsibility and make it easy (appendix 3). Together, these 
make up the value-foundation of Dressmann, which is mirrored through every part of 
their business.  
 
Customer Service 
Expertise in providing consistently good customer service is a key capability of 
Dressmann. Customer service is important because of how the products are portrayed, 
directly affect how the customer perceives the value of a product. Another important 
aspect of customer service is enhancement of the customer shopping experience. This 
is not only important to please the customer, but also contributes to increased sales, 
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through for example upselling. In order to gain a competitive advantage in terms of 
customer service, Dressmann must pursue and offer excellent customer service.  
4.1.1 The Competitive Power of Dressmann’s Resources 
We will focus on the VRIO framework when evaluating the competitive power of 
Dressmann’s resources and capabilities.  
 
Figure 4 – VRIO Framework Adapted from Rothaermel’s (2015, ‘Strategic Management’, p.105) 
 
Human Capital 
Dressmann’s in-store workforce is valuable, but not rare. By this we mean it is easy to 
replace or employ new store staff. However, the workforce is one of the most 
important resources Dressmann have. This is seen as a point of competitive parity, 
since there are several retailers that use this resource to implement the same strategy. 
As a result, no one achieves a superior performance. It is important to not neglect this 
resource, even though it is common. 
 
Customer Service 
Dressmann’s customer service is valuable because it increases the perceived customer 
value. A benefit of choosing a Dressmann product is the security dimension, e.g., 6 
months open purchase. As a symbol for their high level of service, Dressmann was 
ranked as the number one service provider in Sweden in the category Clothes, Sport 
and Fashion in 2015 (ServiceScore, 2015). This is a symbol of excellent customer 
service and supports the assessment of this capability as rare. It is easy to provide the 
customer with service, offering customers a high level of service that is recognised as 
excellent, is difficult. This makes Dressmann’s customer service hard to imitate. Last, 
Dressmann is organised to exploit this capability.  The company’s concept is based 
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on good, friendly and knowledgeable service, where Dressmann focus to deliver 
excellent service in every part of their business. This is valued as an important reason 
for their success in Scandinavia.  
 
Conclusion of the VRIO Framework 
We would like to conclude that Dressmann’s most important resource and capability 
is their human capital and customer service. The skill set and personal attributes of 
employees, whether it is on a store-level or managerial, is of great importance and a 
valuable competitive resource for Dressmann. Dressmann’s workforce can be directly 
linked to their competitive advantage, the capability of providing customers with 
excellent service. The authors find Dressmann’s customer service to be an important 
point of difference, and is valuable for the expansion in Germany. 
 
 4.2 The Bakka Model 
This model describes which factors that are believed to influence the corporate 
decision making in various stages (Solberg 2010, p.119). 
 
Bjarne Bakka was one of the first that could show to an internationalisation model in 
distinctive phases. The five phases are:  
 
Ø Trial export 
Ø Extensive export 
Ø Intensive export 
Ø Multinational marketing 
Ø Global marketing 
 
We feel that the model gives us a clear indicator to determine to what extent 
Dressmann is ready for internationalisation and what position they have in the 
German market.  
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Trial export 
The main challenges for management in this phase is knowledge regarding payment, 
currency, shipping, export condition, performance standards and import regulation 
related to export. In addition, the knowledge about the most basic market conditions 
such as distribution structure, potential customers and competitors could be a 
challenge. Bjarne Bakka states that perhaps the most important challenge is to get 
every part of the company to support the export venture. A general remark is that it 
normally takes 5-6 years before a positive result can be obtained by exporting 
(Solberg 2009, p.119). 
 
Extensive export 
This is characterised as a courageous phase, where the company makes numerous deals 
and end up with a network of agents in several countries, without the sufficient 
resources to support their activities. The objective is often unclear and the general 
manager is often left alone with the responsibility of handling the foreign markets. The 
learning process and customer loyalty is not strengthened due to limited resources 
(Solberg 2009, p.120). 
 
Intensive export 
The products sold are still mainly the same as in the company’s home market, in some 
markets with minor adjustments. The company is gradually becoming more affected 
by exports. As the experience becomes more abundant, the company can make more 
rational and conscious decisions. The company can evaluate the markets and 
concentrate their efforts on the most lucrative ones, which will eventually be called 
primary markets (Solberg 2009, p.120-121). 
 
Multinational marketing 
Solberg (2009, p.120-121) explains that this phase includes two important aspects of 
the business management. On one hand, the exports constitute an integrated part of 
the company’s total business. On the other hand, the product has to be marketed. This 
involves that the company must analyse and get to know the market, set specific goals 
for the business and design a strategy to achieve these goals. This implies the choice 
of market and segment, product adaption and development, pricing policies, 
distribution channels and market impact, and design of export organisation. 
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Global marketing 
Companies in the last phase have become big in key markets and can be characterized 
as global, or transnational organisations. The products and promotion are available on 
the global market, and companies in this position are often price leaders (Solberg, 
2009, p.122). 
 
 
4.3  Internationalisation process 
 
Motive of Export 
This phase is not relevant for Dressmann, because they have set up their own retail 
stores, hence they do not export their products. 
 
Market Selection 
Dressmann is operating in six different markets in Europe, where the concentration of 
stores are located in northern Europe. Germany is an attractive market for Dressmann 
because of its size and growth in men’s fashion (Euromonitor 2014, p.8). Dressmann 
has recently entered Austria, which might be a sign for further expansion in the 
future. As a result, Dressmann belong to the multinational marketing phase.  
 
Market Share 
Dressmann is the market leader for menswear in Norway, Sweden and Finland 
(Varner Group3, 2015). Dressmann has recently entered Austria, however, they have 
not been present in the market long enough to obtain a significant market share. Based 
on our survey findings, where 85% of the respondents had no knowledge of 
Dressmann (appendix 2), we assume that the company´s market share in Germany is 
close to non-existent. Even though Dressmann does not have a significant market 
share in Germany, or Austria, they are still the market leader in three out of six 
markets they operate in. Based on the information at hand, we assign Dressmann to 
the multinational marketing phase. 
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Organisation 
Dressmanns’ main office is located in Billingstad, Norway. The company structure 
consists of international divisions; where they have sales offices in the markets they 
operate in (Varner Group3, 2015) Their presence in these markets allow Dressmann to 
acquire valuable knowledge. The Varner group does not own any production 
facilities, but have approximately 200 suppliers in Asia and Europe (Varner Group1, 
2015). To make sure that the suppliers follow Varner Group’s code of conduct, they 
have set up regional offices in China, Bangladesh, India and Turkey. This information 
places Dressmann in the multinational marketing phase. 
 
Entry Strategy 
Dressmann have established sales offices in their selected markets. Based on this fact 
we will place them in intensive export.  
 
Marketing Mix 
Dressmann have the same campaigns and products for every market they are present 
in, in other words, they apply a standardisation strategy. The only exception is that 
they adapt their marketing campaigns to the local language. Dressmann offer products 
of high quality to a reasonable price. Compared to its closest competitors, Dressmann 
is a medium-priced brand. They have a web site for every market they are present in, 
except for Germany. We assign Dressmann to the intensive export phase.  
 
Economic Result 
We do not have sufficient information regarding the economic result for Dressmann 
Germany. However, the Norwegian division can show to good results. In 2013, they 
had an operating profit of 257 217 000 NOK (appendix 4), and have experienced 
increasing figures since 2008. For Sweden, the operating profit of 2013 was 245 716 
000 SEK (appendix 5). Based on the result from the domestic market and Sweden, we 
place Dressmann to the multinational marketing phase because they are mutually 
independent of the domestic market.  
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Conclusion of the Bakka Model 
Dressmann is primarily placed in the multinational marketing phase. The two 
exceptions are entry strategy and marketing mix. Based on the Bakka Model, we 
conclude that Dressmann have all the necessary qualifications to succeed in Germany.  
 
 
Figure 5 – Internationalisation Process (Solberg, 2009, p. 122) 
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5. 0  External Analysis 
 
5.1 Introduction – German men’s fashion market 
Approximately 49 % of the German population is male, and according to a report 
released by Euromonitor International (2015, p.8), menswear had a sales growth of 
1% from 2013-2014 in Germany, outperforming womenswear. Euromonitor has 
named this trend “Menaissance”. Male consumers did not necessarily buy more 
clothing compared to the year before, but the interest in premium items and higher 
price tags increased. This shows that personal grooming and appearance are on the 
rise for the male consumers in Germany. According to a customer service report, 
conducted by Kundenmonitor Deutschland (2015), Germans are in general not very 
satisfied with customer service. At the same time, they are not dissatisfied. The report 
shows that customers are more satisfied with the level of customer service in the retail 
market. 
 
5.2 PESTEL 
We decided to include the PESTEL analysis in order to get a broader understanding 
of the macro-environment Dressmann will face when expanding in Germany. In this 
part, the focus will be on the most relevant factors regarding an expansion in 
Germany.  
 
PESTEL analysis is an abbreviation for Political, Economic, Social, Technological, 
Environmental and Legal analysis, and describes the macro-environmental factors a 
company faces within a given market. The main objective with a PESTEL analysis is 
to scan the company’s external environment in order to identify changes and react 
accordingly. The analysis examines both positive and negative implications for a 
company.  
 
Political Factors 
According to Selnes (2011, p.231) political factors are “the degree of which a 
government and public institutions intervene with the economy and in markets. 
Additional tax, trade agreements and protection of markets are some examples”. 
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Business activities in Germany are, in general, free from regulations restricting  
day-to-day business. German law usually makes no distinction among Germans and 
foreign nationals regarding the establishment of companies (NRW.INVEST, n.d., p.93) 
 
Economic Factors 
Selnes (2011, p.232) refers to economic factors such as “interest rates, taxation 
charges, economic growth, inflation and exchange rates. Changes in these factors can 
have a considerable impact on growth both indirectly and directly”. 
 
Economic factors can have both a positive and negative outcome for the fashion 
industry. If an economy is growing, people will be less inclined to save money. 
Hence, they might spend more money on clothes. On the other hand, a recession will 
have the opposite effect. The amount of goods sold will, due to less spending, 
decrease. Consequently, retailers may be stuck with growing amounts of inventory, 
forcing them to sell the clothes at a lower price. The GDP growth rate in 2014, was at 
1,4%, signalling a minor, yet positive growth (CIA, 2015). 
 
A critical factor for retailers is the development of the real estate market. Dressmann 
rely on the traditional brick-and-mortar concept. An increase in rental prices for real 
estate will have an effect on Dressmann’s profitability, and the company’s ability to 
acquire prime store locations (BNP Paribas, 2015, p. 8).   
 
Given the positive economic growth in Germany (BNP Paribas, 2015, p. 4), it is 
reasonable to expect increased consumer spending in the future. One should also pay 
close attention to how the real estate market develops. 
 
Social Factors 
Selnes (2011, p.232) describe social factors as “demographic changes such as wealth, 
education, mobility, population growth and employment. Social factors also include 
changes in cultural values and what people generally think of as important”.  
 
Germany is experiencing a negative population growth and an aging population (The 
Economist, 2015). This development is a result of the low fertility rate in Germany, 
and can have a number of implications for the fashion industry. First, the demand for 
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specific product attributes might change. Second, if retailers focus on young 
consumers, mature shoppers can become a neglected segment. It is important for 
companies to identify this demographic change, and react accordingly. 
 
Online retailing is a growing channel in Germany. In 2013, online sales made up 
12.9% of total retail sales of clothing, and in 2018 it is estimated to account for 17.8% 
(see figure 6). This increase in online sales shows that consumer behaviour is 
changing. More Germans shop online; hence this is an increasingly important 
distribution channel. 
 
 
 
 
Figure 6 - Offline sales vs. Online sales (adapted from Statista 2015) 
 
Technological Factors 
Selnes (2011, p.232) describe “technological factors as the creation of new products 
and new processes. Technology can create new markets, lower costs and improve 
quality”. 
 
Technological factors affecting the clothing industry can be availability of resources. 
Scarcity of certain materials can lead to retailers selling more synthetic products. A 
likely consequence of scarce resources is that manufacturers will demand higher 
prices for their products. Thus, increasing the cost in the value chain.  
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Environmental Factors 
Selnes (2011, p.232-233) states that environmental factors are mainly about climate, 
weather and climate change. 
 
Sustainable consumption has become a trend in Germany, reflected in environment 
related advertising. The trend among fashion retailers, where they offer eco-friendly 
fashion, has resulted in an increasing demand for eco-friendly products among 
consumers (Sevcenko, 2013).  
 
Legal Factors 
Selnes (2011, p.233) “states that legal factors are laws related to both supply and 
demand sides of a marked. Other factors are restrictions on products usage, selling 
methods, distribution methods and standards of product quality”. 
 
Germany is a part of the European Union, hence, the free trade agreement applies to 
all business conducted in Germany. Additionally, non-physical infrastructure, such as 
the legal system (incl. protection of intellectual property rights), is considered as one 
of the best in the world (CBRE 2014, p. 8). 
 
In Germany, every federal state has its own legislative power. This might have an 
impact on the retail real estate market, in terms of building regulations, planning laws, 
opening hours etc. (CBRE 2014, p. 7). Nevertheless, business in Germany varies from 
state to state, and one has to act according to the local legislation.  
 
Summary 
The social, economical and technological factors in the PESTEL framework are of 
immediate relevance to Dressmann. The ageing society can have an effect on 
consumer demands, and it is important that Dressmann pay close attention to this 
demographic change. It is important to consider the growth in real estate prices, as 
this will influence Dressmann’s profitability. The fact that Germans become more 
used to, and gradually prefers online shopping, is also a critical factor for Dressmann.  
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5.3 Competitor analysis  
A competitor analysis is done to identify the competitors within a market, and to get a 
better understanding of the competition. Once the main competitors have been 
identified, their strengths and weaknesses can be ascertained (Kotler and Keller 2009, 
p.336).  
 
The German fashion market is unique because of its wide variety of retail chains that 
are traditional multi-brand retailers. Some of these retailers sell their own private 
labels and can be characterized as vertically integrated, such as Peek & Cloppenburg. 
The Germans enjoy the variety when shopping, so department stores like these are 
still their favoured place to shop for fashion (CBRE 2014, p.16). This is closely 
followed by large-scale fashion stores, such as C&A. Another aspect is that many 
international clothing brands test the German market by having “shop-in-shop” 
solutions (CBRE 2014, p.16). 
 
Competitors 
We defined two criteria to determine who Dressmann’s close competitors are: 
 
Ø Must offer clothes in the same price range as Dressmann 
Ø Must offer a similar assortment as Dressmann 
 
According to Dressmann, they do not have any direct competitors, because there are 
not any retailers that have the same concept as Dressmann in Germany (appendix 3). 
To some extent that is true, but there are retailers that offer similar assortment at 
competitive prices. According to our research the closest competitors are: Peek & 
Cloppenburg, Anson´s, Karstadt, C&A, s.Oliver, Esprit, H&M and Zara. Numbers 
used to describe competitors is based on the CBRE report (2014). 
 
Peek & Cloppenburg 
Peek & Cloppenburg (from now on referred to as P&C) is one of the largest chains of 
retail fashion stores in Germany. P&C are two separated and independent companies, 
P&C Düsseldorf and P&C Hamburg. Both are high ranked among the largest fashion 
retailers in Germany in terms of turnover (CBRE, s16, fig 14), with a turnover of 
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€1372 million for P&C Düsseldorf, and €451 million for P&C Hamburg (2012).  In 
total, they have 91 fashion department stores across Germany. P&C is a multi-brand 
retailer, which also operates as a vertically integrated company. They offer a wide 
range of different clothes, from their own cheaper brands, such as McNeal and 
Savannah, to more exclusive brands such as Armani, Ralph Lauren, Hugo Boss etc. 
 
Anson´s 
Anson´s is a German fashion retailer based in Düsseldorf, with 20 stores all over 
Germany that only serve the male segment. Anson’s is an independent company 
(former subsidiary of P&C), but cooperates with P&C regarding their collection and 
online shop. They offer their own brands to an affordable price and a wide assortment 
of exclusive brands such as Hugo Boss, Tommy Hilfiger and Ralph Lauren. Their 
own brands consist of Abrams, Christian Berg, Four X, Paul Rosen and Hemlock. 
 
Karstadt 
Karstadt is a retail department store that has a wide assortment from clothes to 
electronics. Karstadt is a close competitor because they offer similar assortment as 
P&C within the male clothing department. They offer a wide range of clothes, their 
own cheaper brands and more exclusive brands. Karstadt have 116 stores located all 
over Germany and had a turnover of €1780 million in 2012. 
 
C&A  
C&A is an international Dutch fashion retail chain that has stores all around the 
world; in Germany they have 504 stores. C&A had in 2012 a turnover of €3059 
million, ranked as the number one fashion retailer in Germany based on turnover 
(CBRE, s16, fig 14). With over 100 years of experience in the German market, the 
company has developed a concept of selling low-priced clothes, with great success. 
They offer a wide range of clothes, including numerous suits (Westbury). The suits 
they sell are basic, for example, they only have regular fit. Dressmann have more 
diversity, offering suits to most shapes and sizes. C&A are vertically integrated, 
which makes it possible for them to be in a lower price range. An additional feature is 
C&A’s click-and-collect” function, which allows customers to shop online and collect 
the product(s) from the store. 
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s.Oliver 
s.Oliver is a fashion retailer based in Rottendorf, Germany. They have 273 own stores 
and 402 stores with partner companies. Additionally, s.Oliver products are sold in 
3047 shops and feature on 3876 sales floors. Their slogan is “Real fashion for real 
people”, which is reflected in their strategy; they have affordable products, but at the 
same time trendy and fashionable. s.Oliver sell their own private labels, which makes 
them a vertically integrated company.  
 
Esprit  
Esprit is an American fashion retailer headquartered in Howloon, Hong Kong and 
Ratingen, Germany. Esprit has today over 150 stores, and 399 partnership stores in 
Germany. In 2012, Esprit had a turnover of  €1.107 million (including €400 mio sales 
of the European online shop) (CBRE, s16, fig 14). Esprit is a vertically integrated 
company with a small range of formal wear to an affordable price.  
 
Hennes and Mauritz 
Hennes and Mauritz (H&M) is a Swedish fashion retailer based in Stockholm, 
Sweden. In Germany, they have 440 stores. H&M is the largest vertically integrated 
company in Germany, with a turnover of €3481 million (CBRE 2014, p. 16, fig. 15). 
They offer a wide range of clothing at affordable prices. H&M have a focus on casual 
wear, but also offer some formal wear. The findings from our research show us that 
male consumers prefer to shop everyday fashion at H&M (figure 2).  
 
Zara 
Zara is a Spanish fashion retailer based in Arteixo, Spain. In Germany, they have 77 
stores. Zara had in 2012 a turnover of €526 million, and was ranked as one of the top 
ten verticalised retailers in Germany (CBRE, s16, fig 14). From their headquarter, 
designers make over 30.000 different designs each year. Zara makes close to carbon 
copies of the newest fashion trends, and they do it fast. They manage to do this, and 
still sell their products at very competitive prices. Their price range is between low 
and medium.  
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5.4 Porter’s Five Forces 
In this part, we want to evaluate how attractive the German fashion industry is. By 
applying Porter’s Five Forces, one can get a better understanding of the competitive 
environment Dressmann will face when expanding in Germany.  
 
Michael Porter’s model is a tool to assess the level of competition in an industry, in 
other words, evaluate how attractive the market is. To what degree the industry is 
attractive or not depends on five different forces; threat of new entrants, threat of 
substitutes, bargaining power of customer, bargaining power of supplier and rivalry 
among competing sellers.  
 
Michael Porter states in his article, The Five Competitive Forces (Porter, 2008, front 
page), that “awareness of the five forces can help a company understand the structure 
of its industry and stake out a position that is more profitable and less vulnerable to 
attack”.  
 
Threat of new entrants – Capital investments and number of strong retailers 
contributes to high entry barriers. Nevertheless, the e-business has lower entry 
barriers and is a growing market. Could face new competitors through internet-based 
business.  
   
According to Porter (2008, p.3), “new entrants to an industry bring new capacity and 
a desire to gain market share that puts pressure on prices, costs, and the rate of 
investments necessary to compete”. 
Because of the numerous, and financial strong industry members in the German 
fashion market, it is highly likely that new entrants will face retaliation from existing 
companies. In addition, large capital resources are required to enter the market, in 
terms of marketing and the acquisition of real estate properties. Both the number of 
strong competitors, and the requirement of large capital resources work as entry 
barriers, and reduce the threat of new entrants. At the same time, the low barriers to 
entry in the e-business could attract new companies to start selling clothes online.   
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New entrants are a threat for Dressmann because the company has yet to mark their 
presence in the market. Additional competitors can make it more difficult for a 
successful expansion.   
 
Threat of substitute – No immediate threat of substitutes 
 
Porter (Harvard Business Review, 2008, p. 8) describes substitute as “a product that 
performs the same or a similar function as an industry’s product by a different 
means”.  
 
Several factors determine to what extent there is a threat of substitutes in an industry. 
The cost associated with switching from one product to the substitute is a relevant and 
important factor to consider. In the fashion industry, the cost of switching from one 
brand to another is non-existent. Based on this factor one can argue that the threat of 
substitutes is high. However, in the case of the fashion industry, the threat of 
substitutes can be characterized as weak. The reasoning for this classification is that, 
according to Porter’s definition, there are no immediate substitutes for clothes.  
 
Bargaining power of customer – No associated switching costs increases the 
bargaining power of customers. 
 
Porter (2008, p. 7) states, “Powerful customers can capture more value by forcing 
down prices, demand better quality or more service (thereby driving up costs)”. 
 
The German fashion market is crowded with numerous industry members, which 
makes the bargaining power of the customer stronger. Furthermore, it is easy for 
consumers to switch between products simply because there are no costs associated 
with changing from one brand to another.  
 
Based on the result from our survey, the two product attributes that consumers weight 
as most important are design and value-for-money (appendix 2). As a result, it is 
reasonable to count these two attributes as important when explaining why consumers 
switch from one brand to another. Another important aspect of the bargaining power 
of customers is that specific brands are not an essential commodity for consumers. 
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Hence, the buyer has the opportunity to choose between a wide range of brands, 
without any direct costs. This increases the customer’s bargaining power. 
 
Bargaining power of suppliers – Limited bargaining power because of diverse 
supplier base. 
 
According to Porter, (2008, p. 6) “Powerful suppliers capture more of the value for 
themselves by charging higher prices, limiting quality or services, or shifting costs to 
industry participants”.  
 
The Varner Group buys goods from approximately 200 different suppliers (Varner 
Group1, 2015). These suppliers have limited bargaining power as no manufacturer 
produces a significant amount of the total production. The switching costs for 
Dressmann (and suppliers) are unknown. However, a valid assumption is that the cost 
associated depends on the length and specific clauses in supplier-retailer contracts. 
 
Despite the low bargaining power of the suppliers, Dressmann is still sensitive to an 
increased cost for all suppliers, such as an increase in yarn and other raw material.  
 
Rivalry among competing sellers 
Porter (2008, p. 9) writes in his article, “Rivalry among existing companies takes 
many familiar forms, including price discounting, new product introductions, 
advertising campaigns and service improvements”. 
 
The four strongest mono label retailers operating on the German fashion market for 
menswear are H&M, C&A, Esprit and Zara (appendix 7). Based on our survey we 
identified H&M and Esprit as the two strongest competitors among mono labels. In 
addition, Peek & Cloppenburg should be considered as a direct competitor regardless 
of their multi brand concept. The reason for this statement is because of their similar 
marketing campaigns and number of private labels. 
 
Zara opened its first standalone menswear store in UK in 2014 (HTC, 2014). Until 
now, it is still unclear whether this is a trial run from Zara or a step towards a new 
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concept. Nevertheless, this development can increase the intensity among competing 
sellers.   
 
Research from Statista (2015) complements our assumption that offline retailing is a 
stagnating market, and by 2018, online sales will account for 17.8% off all clothing 
sales in Germany. This shift from traditional retail sales to online sales force existing 
companies to restructure their business model and increases the competitive rivalry 
among existing sellers.  
 
 
Figure 7 - Porters five competitive forces summary 
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6.0  SWOT 
 
The next step for our thesis is to summarize the internal and external analysis by using 
the SWOT-framework. The main objective of the SWOT-analysis is to study the 
strength, weaknesses, opportunities and threats in order to improve the state of the 
organization.  
 
Strengths:  Weaknesses: 
 
Ø Level of customer service 
Ø Market leader in Scandinavia for 
menswear 
Ø Financially strong 
Ø Competitive pricing 
 
Ø Low brand awareness in Germany 
Ø No online platform in Germany 
Ø Low presence in Germany 
Opportunities: Threats:  
 
Ø Online platform 
Ø Increasing demand for menswear 
Ø Increased focus on eco-friendly 
products 
 
 
Ø High rivalry among competitors 
Ø Germans prefer convenience 
(department stores) 
Ø Legislative differences between states 
Ø Increasing rental prices 
Figure	  8	  -­‐	  SWOT 
Strength: “Internal attributes and resources that support a successful outcome” 
 
Weaknesses: “Internal attributes and resources that work against a successful outcome” 
 
Threats: “External factors that could jeopardize the projects” 
 
Opportunities: “External factors the project can capitalize on or use its advantage” 
 
(Rouse, n.d.) 
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7.0  Strategy 
 
7.1 Strategic Problem Definition 
Dressmann is struggling with low brand awareness and no clear strategy for further 
expansion in Germany. How can Dressmann best address this issue – with regard to 
the regional structure in Germany and a highly competitive market? 
 
7.2 Operative and strategic objectives  
Operative (1-5 years) 
Time frame: 1-2 years -­‐ Increase brand awareness and brand image in the German market  -­‐ Open an online store 
Time frame: 2-5 years  -­‐ Achieve a positive turnover in the German market 
 
Strategic objective (5-10 years) -­‐ Maintain and improve turnover -­‐ Maintain and improve brand equity -­‐ Further expansion in Germany 
 
 
7.3 Segmentation 
“The purpose of segmenting the market is to ensure, as far as possible, that resources 
are directed at those individuals that are likely to yield the best returns” (Blythe, 2014, 
p. 199). 
Segmentation Criteria 
A list of possible segmentation criteria are proposed by Blythe (2014, p.199) such as 
geographical, demographical, psychographic etc. We have focused on three criteria to 
effectively segment the German consumer market, and to highlight the potential 
customer base for Dressmann.  
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Geographic 
Geographic segmenting is done through dividing the market into geographical areas, 
such as city or state. By assessing each federal state in Germany according to a given 
set of criteria, we will be able to make a strategic decision regarding where to expand. 
This set of criteria will be presented in the section concerning expansion strategy. 
 
Demographic 
Demographic segmentation variables are frequently used among marketers. One 
reason for this is because they often reflect or are associated with consumer needs and 
wants (Blythe 2014, p.238). We have focused on the demographic variables, gender 
and age. Gender is a self-explaining variable. Additionally, Dressmann say they offer 
products for men in every age. We have taken the liberty to limit the target group to 
men between 20-60 years. Based on these two factors, we can conclude that, on a 
national level, Dressmann have a potential customer base of approximately 
21 500 000 people (CIA, 2015)  
 
Psychographic 
Psychographic segmentation divides the market into groups based on variables such 
as interests, activities, opinions, values and attitudes. Dressmann’s segment consists 
of young to mid-aged men, who choose products that appeal to their conventional 
taste. At the same time, the segment has a medium income, which is the reason why 
he chooses brands with a value-for-money concept. In addition, the segment lives 
close to an urban area.  
 
7.4 Positioning 
 
Positioning is defined as “the act of designing the company’s offering and image to 
occupy a distinctive place in the mind of the target market” (Kotler and Keller 2012, 
p.298). According to Kotler and Keller (2012), after evaluating the target market and 
category membership, one have to identify the optimal points of difference and points 
of parity.  
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Points-of-Difference (POD) 
Points-of-difference are (Kotler and Keller 2012, p. 302) “attributes or benefits that 
consumers strongly associate with a brand”. To determine whether a company’s 
attribute can function as a POD it must be desirable, deliverable and differentiating 
(Kotler and Keller, 2012, p. 302). Products in the fashion industry offer relatively 
similar benefits. By taken this into consideration, we believe Dressmann have to focus 
on the augmented product to differentiate themselves.  
 
One of Dressmann’s key principles is to provide the customer with excellent service. 
In an increasingly competitive market, the level of service can prove to be the most 
effective competitive advantage. An additional POD for Dressmann is their formal 
wear offering. Immediate competitors offer a variety of formal wear, but not the same 
range as Dressmann.  
 
Customer service is their most important POD, and is, by the authors, seen as the 
most crucial point of differentiation.  
 
Points-of-Parity (POP) 
Points-of-parity are the attributes or benefit associations that Dressmann share with its 
competitors (Kotler and Keller, 2012, p. 302). These types of associations come in 
two basic forms, category and competitive. Without points of parity, Dressmann´s 
brand will not be seen as relevant, and consequently, not considered.  
 
Category points-of-parity 
“Attributes or benefits that consumers view as essential to a legitimate and credible 
offering within a certain product or service category” (Kotler and Keller 2012, p. 
302). 
 
Points-of-parity within fashion retail are the quality, availability and assortment of the 
offering. Dressmann have a point-of-parity problem regarding online store in 
Germany. We strongly believe that an online store is important for Dressmann, in 
terms of increased sales and to improve convenience for the customer. 
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Competitive points-of-parity 
A competitive point-of-parity is designed to “…negate competitor’s perceived points-
of-difference” (Kotler and Keller 2012, p. 302).  
 
Product variety, trendiness and similar price range are all competitive POP’s between 
Dressmann and their competitors. We suggest that Dressmann use these similarities to 
negate competitors’ position in the German fashion market. 
 
7.5 Expansion Strategy 	  
Learning effect  
 
 
 
 
 
The quote above is from the Norwegian newspaper Dagbladet in April 2000. In the 
interview with Dagbladet, Peter Varner discussed the future of Dressmann. He said 
that after assessing the German fashion market for several years, the Varner Group 
concluded that Dressmann’s concept was a perfect match for the German consumer 
market, and that the first store was planned to open the upcoming year, in 2001.  Mr 
Varner added, that within a five-year period Dressmann should be present with 200 
stores. As mentioned previously in the thesis, this scenario did not go according to the 
plan.  
 
In order to understand what happened 14 years ago, we interviewed two employees in 
Dressmann, one based in Norway, the other one in Germany. The interview with Mr 
Otto provided us with valuable information concerning the initial expansion strategy 
and the current situation. 
“We want to become the largest menswear provider in Europe – an 
expansion is the fundamental drive force to achieve this objective” 
- Peter Varner 	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7.6 Place 
Through the qualitative research we conducted, we identified an important factor 
Dressmann did not take into consideration in 2001, how the federal states are 
structured. Our strategy proposal considers the market structure, and addresses these 
environmental differences. The strategy comprise three parts, where, when and why 
Dressmann should enter the recommended parts of Germany. 
 
Country strategy 
We propose a domestic adaption strategy, by which we mean, tailoring the marketing 
mix to the local environment. We will explain in detail how this strategy will affect 
Dressmann’s marketing activities when expanding. The main objective of the 
domestic adaption strategy is to assess the regional structure in the market, and 
through geographical intelligence identify attractive clusters. As a result, we will be 
able to provide Dressmann with a strategic recommendation for why, where and when 
they should to enter the proposed states. In the following part will we explain the 
regional strategy, “bundesland-by-bundesland”.  
 
 
Figure 9 - Areas of expansion (Foss, Froestad, Nor and Riise 2015) 
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Figure 10 - The Strategy Selection Process (Foss, Froestad, Nor and Riise, 2015) 
 
Bundesland-by-Bundesland 
We propose a Bundesland-by-Bundesland strategy for Dressmann. This means that 
Dressmann should focus on specific federal states, create a foothold, increase brand 
awareness and then expand to additional federal states. Local communication 
channels are imperative to target the right segments in each federal state. The reason 
why we propose this strategy is because Dressmann have previously expanded in to 
countries with a relative low population, compared to Germany. A strategy like this is 
more fitting to the German market as a whole, and more cost efficient. This will be 
further explained in the upcoming section. 
 
Criteria 
When evaluating if a market, in this case federal state, is attractive or not, you need to 
establish some criteria. We have chosen to look at demographics (population, 
population density), tourism, purchasing power, and total sales in menswear. We 
Hamburg	   Bavaria Berlin	   Baden	  W.	  NRW	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weighted the criteria differently, and gave each federal state a rating between one and 
ten. The five most attractive states were Bavaria, Berlin, Hamburg, North Rhine 
Westphalia, Baden Württemberg and Hesse (appendix 6). 
 
Step one  
Step one in our strategy is to continue to serve Hamburg and expand into the federal 
states of Bavaria and Berlin. The following section comprises an overview of these 
states. 
 
Hamburg    
  
Hamburg is Germany’s second largest city and located in the northern part of the 
country. Dressmann are already located here with three stores, two regular and one 
XL-store. Our recommendation for Hamburg is to continue what Dressmann are 
doing today, as they now make steady profits (appendix 3). In the future they should 
start to look at opportunities to expand within Hamburg and increase their market 
share in a region with high purchasing power and a huge population.  
 
Bavaria      
 
Bavaria is located in the southeast of Germany and borders to Austria. With a score of 
7,4 out of 10 it is the most attractive region for Dressmann to expand to. Our 
recommendation for expanding into Bavaria includes focus on the largest cities; 
Munich, Nuremberg and Augsburg. Munich is by far the most populated city in the 
region with over 1.4 million inhabitants and the city located closest to the Austrian 
border. Our strategy for Munich includes opening three stores, including one being a 
flagship store, which should be located in a high street. The two other stores should 
be, if possible, located at shopping centres or in a high street. Nuremberg is our 
second choice of recommendation; the city is located in the north of Bavaria and have 
around 500 000 inhabitants. One store should be opened in the city centre of 
Nuremberg. Our last recommendation for Bavaria is Augsburg, which is located in the 
south west of Bavaria, close to the border of Baden-Württemberg and have just below 
300 000 inhabitants. As in Nuremberg, we recommend Dressmann to open one store, 
either in a high street or at a shopping centre.  
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Figure 11- Expansion Bavaria (Foss, Froestad, Nor and Riise 2015) 
 
 
 
Berlin 
 
Berlin is located in the northeast of Germany with a population of approximately 
3.4 million. It is the capital of Germany and is recognized as the country´s fashion 
capital. Berlin was ranked second with a score of 7,0 out of 10 and is a natural place 
to consider. Expanding into Berlin includes separating the city into City East and City 
West. We would recommend Dressmann to be located in both parts of the city with 
four stores. In City West, Dressmann should open a flagship store and a store at a 
shopping centre. For City East we recommend to open a store in a high street and at a 
shopping centre.  
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Figure 12 - Expansion Berlin (Foss, Froestad, Nor and Riise 2015) 
 
 
Step 2 
After obtaining a solid foothold in Bavaria, Berlin and Hamburg, Dressmann should 
focus on further expansion. We propose North-Rhine Westphalia and Baden-
Württemberg. 
 
North Rhine-Westphalia 
 
North-Rhine Westphalia is located in the western part of Germany and share border 
with the Netherlands and Belgium. Four out of the ten biggest German cities are 
located here: Cologne, Düsseldorf, Dortmund and Essen. The region has a population 
of approximately 17.5 million people and is the most populated state in Germany. 
With a score of 6,6 we found this region interesting, especially because of the high 
amount of large cities within a small geographical distance. When entering the region, 
we recommend to focus on the five following cities: Düsseldorf, Cologne, Essen, 
Bonn and Münster. For Düsseldorf and Cologne, we recommend establishing two 
stores in each city. One of the stores in Düsseldorf should be a flagship store, with the 
reason that Düsseldorf is one of the main fashion cities in Germany, and several of 
Dressmann’s competitors are already present with flagship stores. We find Essen, 
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Bonn and Münster interesting because of the high purchasing power and population 
density in these cities. 
 
Figure 13 - Expansion North Rhine-Westphalia (Foss, Froestad, Nor and Riise 2015) 
  
 
Baden-Württemberg  
 
The region of Baden-Württemberg is located in the southwest of Germany borders to 
France and Switzerland. The region has a population of approximately 10.7 million 
people, and is one of the regions with the highest purchasing power in Germany.  
Baden-Württemberg was the fifth most attractive state to expand into, according to 
our evaluation. Stuttgart, which is the capital of the region, is one of the most 
important cities in Germany. In Baden-Württemberg, one also has big cities like 
Karlsruhe, Mannheim and Freiburg, which are cities benefiting from economic 
growth.  
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Figure 14 - Expansion Baden-Württemberg (Foss, Froestad, Nor and Riise 2015) 
 
Distribution channels 
Distribution (place) is one of the four elements in the marketing mix and is the 
process of making the product or service available for the consumer. In order to meet 
the consumer needs, regarding availability, we will in this part present our 
recommended channels.  
 
Based on our survey conducted by Top Shop (appendix 8), German consumers favour 
two shopping channels, retail store (65%) and Internet (29%). We suggest that 
Dressmann focus on these channels.  
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Figure 15 - Distribution chain (Foss, Froestad, Nor and Riise 2015) 
 
Regular store 
The ideal size of a regular Dressmann store is 300m2. This allows for a relaxing 
shopping experience, space efficiency and the possibility to display their variety of 
clothes (appendix 3). Ambience is defined as “the general quality of design, which 
expresses the personality of a store and is immediately recognised by the consumers” 
(Hoyer, 2015). This is important for Dressmann because it affects how the consumer 
perceives the brand. The store design has to be standardised because it is important to 
have the same image in every store. Dressmann have a philosophy of delivering a 
360o experience, meaning that, anywhere the consumer look they will be exposed to 
the same message. This will be explained in more detail in the promotion part. 
 
 
Flagship Store 
In the interview with Mr Otto, we learned that when entering the German market, it is 
important to make a statement. Opening a flagship store is recommended for new 
start-ups expanding into the German fashion market. This has proven to be a success 
for increasing brand awareness in the past (CBRE 2014,p16). The flagship store 
should provide the consumer with a broader understanding of the brand Dressmann, 
and elevate the shopping experience to a new level. The flagship stores have to 
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convey the same ambience as the regular store, however it should provide a unique 
customer experience. We propose the following store concept:  
Ø In-store tailors 
Ø Larger volume of merchandise 
Ø Digital screens, displaying different social situations (Figure 16) 
Ø 500m2 store 
 
Figure 16 - Digital screens of social situations 
 
Online 
Online shopping has become a part of everyday life for the German fashion 
consumer. In an environment where the consumers are always pressed for time, 
convenience becomes an important factor when purchasing clothes. We recommend 
that Dressmann implement their already existing online store and adapt it to the 
German market. This will be done to satisfy customer needs and make Dressmann’s 
products available for the whole country. 
 
Another element of the online store will be a solution called “click-and-collect”. This 
allows the customer to place an order online and collect it from the preferred store. 
This feature will both increase the availability of Dressmann´s products, and cause 
minimal disruption to consumer´s daily routines. 
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Conclusion 
Using a multi-channel strategy will give Dressmann the opportunity to serve its 
customers with a more flexible shopping experience. 
 
7.7  Product 
Kotler and Keller (2009) suggest that a product can be viewed on three levels: 
1. Core Product 
2. Actual Product 
3. Augmented Product 
 
The Core Product – benefits of the product – intangible  
The core product of Dressmann is to stay warm and dry in a 
sophisticated outfit.  
 
The Actual Product – the physical product - tangible 
The actual product is the physical part of the product including; 
design, quality, brand name, packaging and features. Dressmann 
offer a wide range of products, from suits to polo shirts and 
underwear. The design has an overall “business casual” look, 
delivered in different fits (slim fit/regular fit) and colours. 
Dressmann have a strong brand name in Scandinavia and they 
offer products with high quality. 
 
The Augmented Product – non-physical part of the product 
The product can be purchased (delivery) both in-store and online, and has a warranty 
of six months open purchase. The service is offered in every Dressmann store 
worldwide.  
 
We would recommend Dressmann to extend the product line by adding footwear to 
their assortment. The reason for this is that we want Dressmann to provide the 
customer with products for every occasion. At present, the customer has to go to 
another retailer to acquire a pair of shoes. This should not be problematic for 
Dressmann, because the Varner Group offers this product through other chains, such 
as Volt. Thus, the connection with manufactures should already be there.  
Figure	  17	  -­‐	  Wool	  Stretch	  
Slim	  Navy	  Suit	  -­‐	  Dressmann	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Our second recommendation for the product line will be to introduce an eco-friendly 
product line for their basic clothing, such as boxers and t-shirts. We base this decision 
on our external analysis, where we identified the increasing demand for eco-friendly 
products.  
 
7.8 Promotion  
Dressmann´s expansion in Germany will be about telling a story, a story that will 
have the same message no matter which angle the consumer look from. This strategy 
is called Dressmann 360o. 
 
Today, Dressmann has close to no brand awareness in Germany. A majority of their 
customer base consists of “Stammkunden”, however they have a problem attracting 
new customers. In order to attract new customers and increase brand awareness, it is 
important, as previously mentioned, to make a statement. By this we mean that 
Dressmann have to increase their marketing activities. As a part of our “Bundesland-
by-Bundesland” strategy, we propose that the promotion should be adapted to each 
federal state. By using local TV, radio, magazines and newspapers, Dressmann can 
reach customers where they are planning to expand. The benefits of this strategy are 
that it is less expensive to use local media channels; additionally the promotion can be 
targeted in a more accurate way. The main reason why promotion via national 
channels should be avoided, at least in the beginning, is because it is more expensive 
and mass media can only be targeted to a limited degree. 
 
The importance of social media has increased over the last years. The introduction of 
Facebook, Twitter, Instagram etc. have unlocked a new channel for companies to 
reach existent and potential customers. As of today, Dressmann has a German 
Facebook page with 133 likes. The number of “likes” is not very good and can 
indicate that they do not focus on social media. At the same time, we think of this as 
an opportunity for Dressmann to increase their activity on social media, and 
consequently, increase brand awareness.    
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Advantages with social media are that it is cost-effective and one can use it as a tool 
to reach a bigger audience with effective marketing activities. The cost of operating a 
social media page like Facebook or Instagram is almost free and the potential is huge. 
The use of contents and giveaways are typical and frequently used on these platforms. 
We propose that Dressmann increase their marketing efforts through social media. 
This will be done by posting relevant campaigns more frequently, in addition to 
specific ads directed to Dressmann’s target group. By using social media platforms as 
a two-way communication channel, Dressmann can interact with and engage 
consumers. 
 
Having an attention grabbing, visual appealing window display will be a main factor 
to attract customers to Dressmann’s stores. It is a way for Dressmann to communicate 
and bring Dressmann’s philosophy to the customer. Findings from our survey show 
that 55,8% of the respondents are either affected or strongly affected by a store’s 
window display.  
 
The element of surprise can be a valuable marketing tool to create brand awareness.  
We suggest that Dressmann use a technique called guerrilla marketing, which is an 
advertisement strategy used to promote a product or service in an unexpected way 
(Hoyer, 2015). We propose the following marketing stunts: 
 
Ø Flash mob  
Ø “Try to tie a tie” (figure 18) 
 
With the introduction of media channels like YouTube, flash mob have been a 
popular marketing stunt. Flash mob is described as a group of people who appear 
from out of nowhere, to perform predetermined actions, designed to amuse and 
confuse surrounding people (Dictionary, n.d.). 
 
“Try to tie a tie” – campaign. An interactive digital screen where the consumers have 
the opportunity to try to tie a tie. If the consumers successfully complete the task of 
tying a tie, they will receive a voucher or a promotion code they can use on the next 
tie they buy at Dressmann. This is an existing campaign used in Austria. designed to 
make the customer interact with Dressmann in an entertaining way. An entertaining 
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advertisement is more likely to gain the attention of consumers. Consequently, it is 
important to launch differentiating campaigns, which will capture the consumer’s 
attention, and create a lasting impression. 
 
Figure 18 – Example of tie a tie 
(http://werbung.oebb.at/de/News/NL_2014/NL11_Dressmann/dressmann_525.jpg) 
 
Unique selling proposition 
Connecting a slogan to a brand can be very beneficial for Dressmann. Examples like 
just do it, open happiness and what else, are all reckoned slogans for famous 
multinational companies around the world. These slogans are representing the firms 
of Nike, Coca-Cola and Nespresso, and these slogans are connected to their brands. A 
strong slogan makes associations, this is also often known as a “unique selling 
proposition”. As of today, Dressmann do not have a slogan, and we would like to 
introduce a proposition. 
 
“Dress wie ein Mann” 
 
The proposed USP is a tagline that support Dressmann’s image. They want to be 
perceived as a masculine brand, and we are confident that this is expressed through 
the statement “Dress like a man”. This statement is intended to differentiate 
Dressmann from competitors, and clearly communicate that Dressmann focus on 
men. 
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Sponsorship 
Finally, we recommend Dressmann to continue with sponsoring sport teams. This can 
generate substantial publicity, and as a result, increase brand awareness. Dressmann 
are currently sponsoring Hamburg Freezers, who are playing in the Deutsche 
Eishockey Liga.  
 
7.9 Price 
Pricing is one of the most important elements of the marketing mix, the easiest to 
manipulate, but also the most dangerous. Pricing is difficult because it affects not only 
the objective value of a product, but also how consumers perceive the quality of a 
product.  
 
Dressmann is known for its high quality fashion in Scandinavia, where the company 
has established a position as a value-for-money brand. Compared to its competitors in 
Germany, Dressmann´s products are priced at a medium level. Prices in Germany and 
Austria are approximately the same as in Scandinavia, but due to currency differences 
and psychological pricing, it can differ.  
 
Psychological pricing  
“Psychological pricing is a tool retailers use to increase the chances that a customer 
will make a purchase” (Shpanya, 2014). Dressmann applies different psychological 
pricing techniques such as charm pricing and “buy one, 
get one free”. Charm pricing is used to boost sales by 
creating an illusion that products are cheaper than it really 
is. An example of this technique is when Dressmann 
price a pair of jeans at €39,95. “Buy one, get one free” is 
a technique commonly used by Dressmann in their 
marketing campaigns. This is used as a temptation 
technique in order to increase sales volume. It is 
important to keep in mind that “free” products could 
lessen the perceived value.  This is why Dressmann only 
Figure	  19	  –	  Example	  of	  “Buy	  
one,	  get	  one	  free”	  -­‐technique 
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use this technique in combination with products where the value is low to begin with, 
for example boxers, ties, socks etc. 
 
Our recommendation is that Dressmann should continue with the existing price 
strategy and techniques. This has been successful, and reflects the image Dressmann 
want to communicate. 
   
7.10 People 
“People, are all human actors who play a part in a service delivery and thus influence 
the buyers’ perception” – Zeithaml et al (2008)  
 
Human capital is a crucial part of Dressmann´s success. Hence, we have added people 
as the fifth “P” to our marketing mix. It is important to remember that people buy 
from people, so the attitude, skills and appearance of the staff members need to be 
excellent. Dressmann entered the Austrian market with a 100% Happy Campaign and 
a philosophy of keeping every customer happy. This reflects Dressmann’s focus on 
people and service as an important factor for their success. A happy customer can 
produce positive word-of-mouth for Dressmann, which will contribute to an 
increasing brand awareness. Dressmann need to define the right kind of people to fill 
their service roles. The ideal employee should possess the following skill set and 
social attributes: 
 
Ø Service-minded 
Ø Result-oriented  
Ø Energetic 
Ø Positive 
 
In order to maintain a competitive advantage in terms of customer service, it is 
important to implement control systems to evaluate the company´s performance. We 
propose the use of mystery shoppers. This control function will generate valuable 
information, and is a good way to implement a customer-oriented approach. This is 
important for Dressmann because of the learning outcome, but also because: “A brand 
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is no longer what we tell the consumer it is - it is what the consumers tell each other it 
is”  - Scott Cook. 
 
We have identified a set of critical success factors that is imperative for a successful 
expansion. These are presented in the upcoming section. 
 
 
7.11 Critical success factors  
 
“The handful of key areas where an organization must perform well on a consistent 
basis to achieve its mission” (Gates 2010, p.9). 
 
There are several factors that have to be fulfilled in order to successfully implement 
the strategy. We have identified the four most critical factors as: 
 
Ø Financial support 
Ø Promotion 
Ø Regional knowledge 
Ø Human capital 
 
Financial support 
“When you enter Germany, you have to effectively focus all your resources toward 
the corporate objective. It is all-in or nothing” - Michael Otto. We agree with Mr 
Otto, that Dressmann have to allocate the necessary resources in order to carry out a 
successful expansion. This implies financial support to implement the proposed 
strategy. This is the most basic but also most critical success factor to a successful 
expansion. 
 
Promotion 
The second critical factor for success is promotion. In order to explain how important 
factor this is, we have divided it into two different aspects, promotion design and 
targeted promotion. 
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To achieve the objective of increased brand awareness, the promotion activities are 
designed to surprise, entertain and attract. The purpose is to create a lasting 
impression, and increase Dressmann’s exposure. Additionally, the promotion has to 
be adapted to the individual states, through effective channels. To target Dressmann’s 
segment efficiently, one must identify the exposure effect of each media channel. This 
is regarded as a key success factor for increasing brand awareness and establishing a 
solid foothold in each state. 
 
Regional knowledge 
Regional knowledge is important because of the differences with regard to used 
media channels, legislation, fashion trends, prime store locations etc. Dressmann have 
to pay close attention to the changing environment, which can vary between federal 
states. Regional-specific knowledge is imperative to execute the proposed strategy, 
and network is for that reason regarded as a critical success factor. 
 
Human Capital 
Dressmann focus on hiring positive and service-minded people. Knowledge, 
creativity, personal and social attributes are some of the key factors of human capital. 
These factors are important for Dressmann, and a competent employee is a valuable 
resource, because it adds economic value to the company. Additionally, competent 
personnel are important to deliver excellent customer service, which differentiates 
Dressmann from its competitors. Consequently, this is seen as a critical success factor 
to succeed in Germany. 
 
Strategy summary 
The proposed strategy comprises the different elements of the marketing mix; price, 
product, place, promotion and people. We have recommended a strategy where 
Dressmann use a “break-down” technique for the German market. This has been done 
through analysing the most attractive federal states, and providing an action plan for 
entry. The three federal states in focus for the first step are Hamburg, Berlin and 
Bavaria.  
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8.0 Conclusion  
 
The thesis encompasses a methodological section where we presented our key 
findings from the survey. Moreover, the internal analysis identifies Dressmann’s 
readiness for internationalisation and highlights that the competitively important 
resources and capabilities of Dressmann is their human capital and customer service. 
To assess the competitive environment Dressmann will face when expanding in 
Germany, we analysed the external environment. This provided a better insight in 
regards to who the immediate competitors of Dressmann are, in addition, to 
identifying threats and opportunities. Finally, the acquired information was used to 
give Dressmann a strategic recommendation concerning an expansion in Germany. 
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Appendix 1  
 
Sehr Geehrte Herren, 
 
Wir sind vier norwegische Austauschstudenten, die Internationales Marketing an der 
Universität Mannheim studieren. Für unsere Bachelorarbeit führen wir diese Umfrage durch 
und es würde uns sehr freuen, wenn Sie sich etwa 10 Minuten Zeit nehmen könnten, daran 
teilzunehmen.Die Umfrage gilt nur fur Männer- Es gibt keine richtige oder falsche Antwort. 
Bitte wählen Sie die Antwortmöglichkeit, die auf Sie am besten zutrifft. 
Herzlichen Dank für Ihre Unterstützung! 
 
Nils Ove Håland Riise, Carl Mikkel Foss Kollerøy, Espen Froestad und Håkon Sund Nor     
 
Q1Wie viel Geld geben Sie monatlich für Kleidung aus? 
m < €50 (1) 
m €51- €100 (2) 
m €101- €150 (3) 
m €151- €200 (4) 
m €251- €300 (5) 
m €300 oder mehr (6) 
 
Q2 Wenn Sie Kleidung kaufen, welche der folgenden Faktoren sind für Sie am 
wichtigsten?                           ( 1= Extrem wichtig, 7=Überhaupt nicht wichtig)    
 Extrem 
Wichtig                  
(1)  
Sehr    
Wichtig  
(2)  
Etwas 
Wichtig  
(3) 
Weder 
Wichtig 
noch 
Unwichtig  
 (4) 
Etwas 
Unwichtig 
 (5) 
Sehr 
Unwichtig 
 (6) 
Überhaupt 
nicht 
Wichtig 
(7) 
Marke (1) m  m  m  m  m  m  m  
Preis (2) m  m  m  m  m  m  m  
Qualität (3) m  m  m  m  m  m  m  
Preis-
Leistungs-
Verhältnis (4) 
m  m  m  m  m  m  m  
Design (5) m  m  m  m  m  m  m  
Funktionalität 
(6) m  m  m  m  m  m  m  
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Q3 Im Folgenden lesen Sie einige Aussagen über Kaufverhalten bezüglich Kleidung und 
Mode. Bitte geben Sie an, inwieweit Sie mit diesen zustimmen. 
 Ich 
stimme 
vollständig 
zu (1)  
Ich 
stimme 
zu (2)  
Ich 
stimme 
eher zu  
(3)  
Ich bin 
unentschieden           
(4) 
Ich 
stimme 
eher 
nicht 
zu  (5)  
Ich 
stimme 
nicht 
zu  (6)  
Ich 
stimme 
überhaupt 
nicht zu        
(7)  
Es ist wichtig für 
mich, ein 
Trendsetter zu sein 
(1) 
m  m  m  m  m  m  m  
Ich bevorzuge 
einen 
maßgeschneiderten 
Look (2) 
m  m  m  m  m  m  m  
Ich kaufe 
imindestens immer 
ein Outfit von der 
neuesten Mode (3) 
m  m  m  m  m  m  m  
Ich lese keine 
Modezeitschriften 
und beachte auch 
keine Modetrends 
(4) 
m  m  m  m  m  m  m  
Es ist wichtig für 
mich, gut gekleidet 
zu sein . (5) 
m  m  m  m  m  m  m  
Es ist das Geld 
einfach nicht wert, 
die ganze Zeit gut 
angezogen zu sein 
(6) 
m  m  m  m  m  m  m  
Meine Auswahl an 
Kleidung ist stark 
beeinflusst von 
Leute die ich 
bewundere (7) 
m  m  m  m  m  m  m  
Ich nehme 
Modetrends 
bewusst war und 
möchte immer 
einer der ersten 
sein, diese 
auszuprobieren. 
(8) 
m  m  m  m  m  m  m  
Meine 
Kleidergröße 
bestimmt, welche 
Art von Kleidung 
ich kaufen kann 
(9) 
m  m  m  m  m  m  m  
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Die Qualität der 
Kleider, die ich 
kaufe ist wichtiger 
als der Look (10) 
m  m  m  m  m  m  m  
Ich bevorzuge es. 
Designer-Labels 
zu kauben. (11) 
m  m  m  m  m  m  m  
 
 
Q4Wie vertraut sind Sie mit den folgenden Modehändlern? 
 Stark Vertraut 
 (1) 
Sehr Vertraut  
(2) 
Mäßig 
Vertraut 
 (3) 
Etwas 
Vertraut  (4) 
Ganz und gar 
nicht Vertraut  
(5) 
MEXX (1) m  m  m  m  m  
s.Oliver (2) m  m  m  m  m  
Espirit (3) m  m  m  m  m  
Dressmann (4) m  m  m  m  m  
Tom Tailor (5) m  m  m  m  m  
H&M (6) m  m  m  m  m  
Engbers (7) m  m  m  m  m  
Hirmer (8) m  m  m  m  m  
Peek & 
Cloppenburg 
(9) 
m  m  m  m  m  
Karstadt (10) m  m  m  m  m  
Ansons (11) m  m  m  m  m  
 
 
Q5 Wo würden Sie die folgenden Mode-Pieces am ehesten kaufen? 
 (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) 
Formelle 
Kleidung             
( Anzug , 
Blazer usw.) 
(1) 
q  q  q  q  q  q  q  q  q  q  q  
Basic 
Kleidung 
(2) 
q  q  q  q  q  q  q  q  q  q  q  
Hemd (3) q  q  q  q  q  q  q  q  q  q  q  
Jeans (4) q  q  q  q  q  q  q  q  q  q  q  
Accessoires( 
Krawatte, 
Gürtel usw.) 
(5) 
q  q  q  q  q  q  q  q  q  q  q  
Alltagsmode 
(6) q  q  q  q  q  q  q  q  q  q  q  
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Q6 Welche Kleidungsgröße tragen Sie meist? 
m Small (1) 
m Medium (2) 
m Large (3) 
m XL (4) 
m XXL (5) 
m XXXL+ (6) 
 
Q7  Wenn Sie XXL oder größer tragen, inwieweit stimmen Sie der folgenden Aussage zu? 
 Ich 
stimme 
vollständig 
zu  
(1)  
Ich 
stimme 
zu (2)  
Ich 
stimme 
eher zu  
(3)  
Ich bin 
unentschieden 
 (4)  
Ich 
stimme 
eher 
nicht 
zu (5)  
Ich 
stimme 
nicht 
zu  
(6) 
Ich 
stimme 
überhaupt 
nicht zu 
(7) 
Ich habe 
keine 
Probleme 
modische 
Kleidung 
in XXL 
oder 
größer zu 
finden. 
(1) 
m  m  m  m  m  m  m  
 
 
Q8 Wenn Sie XXL oder größer tragen. welche Art an Kleidung findet man zu wenig auf dem 
deutschen XXL+ Markt? 
q Formelle Kleidung             ( Anzug , Blazer usw.)  
q Basic Kleidung  
q Hemd  
q Jeans 
q Zubehör  ( Krawatte, Gürtel usw.)  
q Alltagsmode  
 
Q9 Wo kaufen Sie ihre Kleidung normalerweise?  
q Online  
q City Center  
q Einkaufszentrum/ Shopping Mall  
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Q10 Wie oft kaufen sie Kleidung über die folgenden Kanäle? 
 Täglich 
(1)  
2-3 mal 
in der 
Woche 
(2)  
Einmal 
pro 
Woche 
(3) 
2-3 mal 
pro 
Monat 
(4) 
Einmal 
im 
Monat 
(5) 
Weniger 
als 
einmal im 
Monat (6) 
Noch 
Nie (7) 
Online (1) m  m  m  m  m  m  m  
Einzelhändler (2) m  m  m  m  m  m  m  
Einkaufszentrum/ 
Shopping Mall 
(3) 
m  m  m  m  m  m  m  
 
 
Q11 Mit welchem dieser Online-Shops sind Sie am besten vertraut? 
 Stark Vertraut 
(1)  
Sehr Vertraut 
(2) 
Mäßig 
Vertraut (3) 
Etwas 
Vertraut (4) 
Ganz und gar 
nicht Vertraut 
(5) 
Zalando.de (1) m  m  m  m  m  
Guna.de (2) m  m  m  m  m  
Trendboxx.de 
(3) m  m  m  m  m  
AlbaModa.de 
(4) m  m  m  m  m  
StyleFruit.de 
(5) m  m  m  m  m  
 
 
Q12 Wenn Sie Kleidung kaufen, welcher von den folgenden Werbekanälen beeinflusst Sie 
am meisten? 
 Sehr Viel (1)  Viel (2) Neutral  
(3) 
Hin Und 
Wieder  
(4) 
Gar nicht 
(5) 
TV (1) m  m  m  m  m  
Internet (2) m  m  m  m  m  
Digital- Bildschirm 
(3) m  m  m  m  m  
Plakate (4) m  m  m  m  m  
Social-Media (5) m  m  m  m  m  
Zeitschriften (6) m  m  m  m  m  
Empfehlung von 
Freunden und 
Familie (7) 
m  m  m  m  m  
Schaufensterbummel 
(8) m  m  m  m  m  
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Q13 Wie oft nutzen Sie die folgenden sozialen Netzwerke? 
 Sehr häufig 
(Mehrmals 
täglich) 
 (1) 
Häufig(täglich) 
(2) 
Manchmal 
(mindestens 
einmal 
wöchentlich) 
(3) 
Selten 
(weniger als 
einmal 
wöchentlich) 
(4) 
Nie  (5) 
Twitter (1) m  m  m  m  m  
Instagram (2) m  m  m  m  m  
Tumblr (3) m  m  m  m  m  
Facebook (4) m  m  m  m  m  
Pinterest (5) m  m  m  m  m  
Flickr (6) m  m  m  m  m  
 
 
Q14 Haben Sie von der Modemarke Dressmann gehört? 
m Ja (1) 
m Nein (2) 
 
Q15 Was Verbinden Sie mit Norwegische Modelabels? 
q Qualität (1) 
q Funktionalität (2) 
q Preis-Leistungs-Verhältnis (3) 
q Design (4) 
q Modisch (5) 
q Kein verbindung (6) 
 
Q16 Wie alt sind Sie? 
m 21 oder jünger (1) 
m 21-24 (2) 
m 25-34 (3) 
m 35-44 (4) 
m 45-54 (5) 
m 54-65 (6) 
m 65 oder älter (7) 
 
Q17 Erwerbstatus 
m Vollzeitarbeit (1) 
m Teilzeitarbeit (2) 
m Arbeitslos (3) 
m Hausfrau/Hausmann/Elternzeit (4) 
m Student (5) 
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Q18 Familienstand 
m Single (1) 
m Verheiratet (2) 
m Lebenspartnerschaft (3) 
m Geschieden (4) 
m Getrennt (5) 
 
Q19 Bitte geben Sie den höchsten von Ihnen erreichte Abschluss an 
m Grundschule (1) 
m Hauptschule/Realschule/Gesamtschule (2) 
m Berufsausbildung/Berufsfachschule/Fachoberschule/Fachgymnasium/Abitur (3) 
m Bachelorgrad (4) 
m Mastergrad (5) 
m Diplom (6) 
m Doktorgrad (7) 
 
 
 
 
Appendix 2  
 	  
Q1Wie viel Geld geben Sie monatlich für Kleidung aus? 
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Q4 Im Folgenden lesen Sie einige Aussagen über Kaufverhalten bezüglich Kleidung und 
Mode. Bitte geben Sie an, inwieweit Sie mit diesen zustimmen. 
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Q6 Welche Kleidungsgröße tragen Sie meist? 
 
 
 
Q7  Wenn Sie XXL oder größer tragen, inwieweit stimmen Sie der folgenden Aussage zu? 
Ich habe keine Probleme modische Kleidung in XXL oder größer zu finden. 
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Q8 Wenn Sie XXL oder größer tragen. welche Art an Kleidung findet man zu wenig auf dem 
deutschen XXL+ Markt? 
 
 
 
 
Q9 Wo kaufen Sie ihre Kleidung normalerweise?  
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Q10 Wie oft kaufen sie Kleidung über die folgenden Kanäle? 
 
 
 
 
 
Q11 Mit welchem dieser Online-Shops sind Sie am besten vertraut? 
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Q12 Wenn Sie Kleidung kaufen, welcher von den folgenden Werbekanälen beeinflusst Sie 
am meisten? 
 
 
 
Q13 Wie oft nutzen Sie die folgenden sozialen Netzwerke? 
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Q14 Haben Sie von der Modemarke Dressmann gehört? 
 
 
 
 
 
 
 
Q15 Was Verbinden Sie mit Norwegische Modelabels? 
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Q16 Wie alt sind Sie? 
 
 
 
 
 
Q17 Erwerbstatus 
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Q18 Familienstand 
 
 
 
 
 
 
 
Q19 Bitte geben Sie den höchsten von Ihnen erreichte Abschluss an 
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Appendix 3 
 
In order to get a better understanding regarding Dressmann’s entry in Germany 14 years ago, 
and what they learned from it, we conducted an interview. The interview object was the 
Country Manager for Dressmann Germany, Michael Otto. The information acquired from this 
interview has been helpful when writing this thesis. The interview took place in Hamburg, 
26.03.2015. 
 
Learning Effect from Entry 
In 2001, when Dressmann first entered Germany, the company opened 12 stores. They did not 
have a clear strategy regarding placement of stores, which made success more difficult. The 
initial expansion was put on hold and they reduced the number of stores to three. According 
to Mr Otto, this could have been avoided if they had considered the geographical structure of 
Germany. Today, Dressmann has a sales office in Hamburg and manage the German division 
from there. 
 
What did Dressmann learn from this experience? 
One can compare entering a country with a boxing match. There are two central options, 
either “go for the knockout” or visualise the competition, fight smart and slowly “tear him 
down”. When Dressmann entered Germany, they applied a standardised strategy. This proved 
to be unsuccessful because they underestimated the aspect of regional differences, and as a 
result, the entry did not go as planned. In the future, if Dressmann decided to expand in 
Germany, a different strategy had to be mapped out. This strategy had to take the regional 
structure into account, and address the differences between Germany’s federal states. This 
would allow for rational decisions and increased control. 
 
 
Austria 
At present, Dressmann is expanding into Austria. This is an interesting expansion with regard 
to the German market. It is possible that Dressmann’s presence in Austria can generate a 
“spillover-effect” to Bavaria. Dressmann should not underestimate this possibility.  
Austria is a highly attractive market because of its geographic position in the middle of 
Europe and boarders to Germany. The size of the country is a important factor that makes it 
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easier for Dressmann to expand. 
 
Make a statement! 
Mr Otto explained that it is vital to make a statement to attract attention in Germany. The 
fashion industry is crowded with strong competitors, and the primary objective have to be to 
stand out from this crowd. He continued that opening a flagship store could be a fitting way to 
increase brand awareness and introduce Germany to Dressmann  
 
What differentiates Dressmann from the other competitors? 
When we asked, who Dressmann’s closest competitors are, Mr Otto quickly replied that in 
reality they did not have any direct competitors. He argued that no other fashion retailer in 
Germany offered the same concept as Dressmann, and that the consumers define who 
Dressmann’s competitors are.  However, he added that retailers who address the male 
segment with similar offerings exist in the German market, and have to be treated as close 
competitors. 
 
Mr Otto continued to say, the most important point of differentiation for Dressmann is their 
customer service, and that the key to success is competent people.  
 
Store 
Based on previous experience Dressmann have learned that the ideal store size is 300m2. This 
will allow for a relaxing shopping experience and the possibility to display their products. The 
store design should be standardised because it is important to convey the same image in every 
store. 
 
Online store 
Mr Otto said that providing an online store for the German market is essential. He added that 
online retailing is a growing sales channel in Germany, and that it is important to add 
convenience to Dressmann’s offerings. This will also make the products available for the 
whole country. 
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Promotion 
Mr Otto said that the promotion strategy also had to consider the regional differences. The 
exposure of different media channels varies between federal states and one have to know 
which to use in order to reach the target group. This was especially important with regard to 
building brand awareness. 
 
Core values 
 
Ø Happiness 
Ø Business minded 
Ø Friendship 
Ø Passion 
Ø Responsible 
Ø Make it easy 
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